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 Abstract. We examine the challenges faced by women for effective communication 
on social media. The majority of the data used in this study was primary, and it was 
gathered in the field using a questionnaire. The questionnaire utilized in this study 
was a written list of questions that had been carefully designed and selected to col-
lect data. The questions were closed-ended and focused on women’s issues and 
their use of social media. Cronbach alpha was used to test the dataset’s validity, 
consistency, and reliability based on the obtained information. Cronbach’s Alpha for 
all constructs or items was more significant than the minimum acceptable reliability 
coefficient of 0.5 to 0.9, indicating strong internal consistency. 
Furthermore, Cronbach’s Alpha for all constructs was more than the minimal 
permissible reliability coefficient, indicating that they were valid and trustworthy and 
hence suitable for use. We notice that most respondents in this study reported that 
they had experienced social media harassment. Our findings show, in particular, that 
the majority of respondents in this study believe that women are usually overlooked 
when it comes to matters requiring social media opinions. We opined that 
information, education, and communication are empowering tools from the 
preceding. It is the challenge of women in leadership to dismantle the obstacles in 
the women’s use of information media. No form of women empowerment will 
succeed until these challenges are met. 




Violence against women (VAW) is one of the 
most systematic and prevalent human rights 
abuses globally. Such gender-based violence 
against women is a form of discrimination deeply 
rooted in power imbalances and structural ine-
quality between women and men. Violence 
against women is a global phenomenon, occur-
ring in every continent, country, and culture. It 
harms families, impoverishes communities, and 
reinforces other forms of inequality and violence 
throughout societies. 
Sexual assault continues to be a pervasive prob-
lem in the United States. While prevalence esti-
mates vary considerably based on research sam-
ples and definitions of sexual assault, a nationally 
representative survey estimates that 19.3 % of 
women and 1.7 % of men have been sexually as-
saulted at some point in their lifetime [1]. A sig-
nificant body of research has been devoted to ex-
amining the typical characteristics of male perpe-
trators who sexually assault female victims. A 
deeper understanding of the characteristics most 
frequently associated with sexual assault perpe-
trators helps understand the etiology of sexual 
assault perpetration. In addition, it may help 
identify possible methods of intervention and 
prevention.  
Several non-governmental organizations (NGOs), 
international organizations, and government in-
terventions have used mass media in the past 
few years to combat sexual harassment and oth-
er forms of VAW and promote family planning – 
which is another essential sexual health issue – 
through development communication [14]. 
However, most of these campaigns, especially 
recent ones, lack published data measuring their 
impacts. 
Data on sexual violence typically come from the 
police, clinical settings, non-governmental organ-
izations, and survey research. The relationship 
between these sources and the global magnitude 
of the problem of sexual violence may be viewed 
as corresponding to an iceberg floating in the wa-
ter. Research on female sexual assault perpetra-
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tors is still emerging, with fewer studies than on 
male perpetrators who assault female victims. 
Most existing research has focused on the charac-
teristics and behaviours of female offenders who 
commit assaults against children or adolescents. 
There is little consensus on the role of social me-
dia in combating sexual assaults, hence the moti-
vation for this study.  
The output of this study is a theoretical proposi-
tion aiming to identify ways in which online and 
social media could be used to combat sexual har-
assment on different levels, namely: the sexual 
harassment survivor; bystanders/witnesses of 
sexual harassment, or the immediate social cir-
cles of survivors and perpetrators; the Nigerian 
society at large; different organizations such as 
educational institutions, workplaces, malls, etc.; 
and the country’s legislation and policies. To-
gether, these propositions form a framework that 
other organizations and entities could utilize in 
Nigeria for development communication cam-
paigns against sexual harassment. Ultimately, the 
use of this framework shall play a role in creating 
sexual harassment-free spaces and decreasing 
sexual harassment prevalence rates in Nigeria. 
 
Literature review 
Social media has gained a lot of popularity over 
the past few years. As a result of this popularity, 
other traditional Media have experienced a de-
cline in business and popularity. Social media 
networks are applications that allow users to 
build personal websites accessible to other users 
for the exchange of unique content and commu-
nication [9]. According to [9], social media can be 
characterized as online applications, platforms, 
and media to facilitate interactions, collabora-
tions, and content sharing. Author [3] argues that 
though communication is the core dimension of 
social media networks, not all platform catego-
ries are equally suitable for all marketing objec-
tives because most platforms are not equally well 
suited for information, collaboration, and culti-
vating relationships. Social networks are primari-
ly for communication and exchanging ideas of 
interest among peer groups or communities. Ac-
cording to [5], however, a long-term friendship 
can be developed and maintained through fre-
quent communication initiated by the marketer 
on the interactive social networks. 
Furthermore, the vocal members become the 
opinion leaders. In this way, a collaboration be-
tween the marketer and the online consumer/or 
prospect is developed. This means that there 
would be no severe engagement amongst the 
online communities without information flow 
within the communities and the brand. 
Sexual harassment is defined as: “any form of 
unwanted words and/or actions of a sexual na-
ture that violate a person’s body, privacy, or feel-
ings and make that person feel uncomfortable, 
threatened, insecure, scared, disrespected, star-
tled, insulted, intimidated, abused, offended, or 
objectified”. Sexual harassment is a global prob-
lem that women suffer from in developing devel-
oped countries. For example, studies have shown 
that 79 % of women living in urban settings in 
India, 86 % in Thailand, and 89 % in Brazil have 
faced harassment or violence in public spaces 
[16]. Furthermore, a survey conducted in Af-
ghanistan – a country where women are required 
to cover completely – found that 93 % of the 
women were subjected to harassment in public 
spaces, 87 % in workplaces, and 89 % in educa-
tional institutions. The case in the United King-
dom is no better; 75 % of women living in UK cit-
ies have been subjected to sexual violence or 
harassment in public areas, and 51 % of female 
Londoners feel at risk of facing harassment in 
public transportation [16]. Table 1 below shows 
some prevalence rates of different forms of sexu-
al harassment in several countries. 
Recently, as online and social media became 
more accessible, popular, and ubiquitous, they 
have become a communication medium. This in-
cludes health issues, such as changing beliefs and 
providing tips about prevention of certain dis-
eases [6], providing health tips [17], awareness 
about specific conditions and their risks, and un-
derstanding of health risks. It also includes 
means of empowering women such as [2, 8], as 
well as combating violence against women in dif-
ferent forms, such as female genital mutila-
tion/cutting (FGM/C), sexual harassment, and 
domestic violence [11]. 
Theoretical Framework. Earlier models used in 
development interventions, such as the self-
efficacy model, focused mainly on the individual. 
However, changing violent behaviour does not 
depend entirely on the individual but also on so-
cial and physical environments and the individu-
al’s interaction with them. As such, campaigns 
aiming to combat violent behaviour must ad-
dress the different levels of influence that may 
lead to such behaviour, thus increasing the prob-
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ability of changing it. Therefore, the theoretical 
framework for this study is primarily based on 
the Social Ecological Model, which was first de-
veloped following World War I to understand the 
interrelations between different levels of influ-
ence on human behaviour. By the 1970s, Urie 
Bronfenbrenner had developed a conceptual, so-
cial-ecological model for human development 
and continued to revise it throughout his scholar-
ly career until 2005. The concept behind Bron-
fenbrenner’s model is that to understand human 
development, the whole environment where this 
development occurs and the person’s interaction 
with it should be studied. He defines develop-
ment as: “a lasting change in how a person per-
ceives and deals with his environment”. 
Empirical Review. Several studies have found 
that individuals with access to different mediums 
(e.g. radio, television, print media, and the Inter-
net) use other mediums to fulfil different needs. 
The Internet – is a medium for different types of 
communication; one-to-one communication (e. g. 
email, private messages), group communication 
(e.g. group chats, social media posts), and mass 
communication (online newspapers, IPTV) – 
makes identifying uses of the Internet as a medi-
um for communication more problematic than 
traditional mediums which usually support one 
type of communication [4]. According to [4], 
people use online media with standard commu-
nication tools to fulfil different needs in their dai-
ly lives. For example, web surfing is used in ways 
similar to newspapers and television for collect-
ing information and entertainment. The Internet 
was found to be the medium used most for or-
dering information. Interpersonal platforms are 
used for social bonding, maintaining relation-
ships, problem-solving, and persuasion. This 
shows that as people get used to specific media 
types, the way they use them evolves, as the dif-
fusion of innovations concept suggests.  
In the past decade, social media has become in-
creasingly popular. Today, it is used to “pass the 
time, maintain relationships, meet new people, 
keep up with current trends, and gather social 
information” [13]. Although, in addition, social 
media has been linked to collecting political in-
formation and civic engagement, it has also been 
found that college students who use Facebook for 
politics and civic engagement are more likely to 
practice them offline [10]. In addition, it has been 
found that social media users usually do not use 
one form of social media but rather utilize differ-
ent forms of online and offline communication. 
Furthermore, new social media platforms are 
linked to social trends to maintain a specific 
“communication repertoire” [12]. One increas-
ingly widespread use of online media is help-
seeking, especially in the case of health issues. 
Research has suggested that four in every ten 
adults have used the Internet at least once in the 
previous year to seek health information. In addi-
tion, using health websites has had a positive ef-
fect on attitude and behaviour change.  
Using such websites is linked to reducing anxiety 
and increasing self-efficacy [17]. With the emer-
gence of social media platforms, the Internet has 
become a more important source for seeking 
help and collecting health-related information. 
For example, in their study, [7] have used Face-
book, Twitter and Google search engine for a pi-
lot campaign about maternity health and found 
that these platforms – especially Facebook and 
Google – have a broad reach and are a cheap 
means of communicating public health infor-
mation. This was of particular importance since 
45 % of the media time for Americans was spent 
on the Internet and mobile devices [7], and 73 % 
of the adults use social media [13]. However, it is 
essential to note that the Internet and social me-
dia are also abused to harass women. In fact, with 
the rise in the use of social media, sexual harass-
ment has become more prevalent. There are dif-
ferent ways of doing so, including sending un-
wanted messages with sexual content, abusing 
someone’s data and photographs, online stalking, 
and even stalking in person [11]. 
 
METHODOLOGY 
Data for this paper are drawn from 50 respond-
ents of a cross-section of service providers, pub-
lic educators, activists, advocates, writers, and 
researchers engaged in various activities relating 
to social media and sexual assaults. The majority 
of these respondents were engaged in a survey 
on social media. Thus, participants were not ran-
dom but found through nonprobability sampling. 
Such sampling is appropriate, given that this 
study seeks to gain a deeper understanding of 
the perspectives and work of those already 
committed to sexual assaults prevention, rather 
than generalizing to the population at large. 
However, the data used for this study were ma-
jorly primary, and these were obtained from the 
field through a questionnaire.  The questionnaire 
used in this study took the form of a written list 
of questions, which were constructed and ade-
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quately selected to obtain information. The ques-
tions were closed-ended based on social media 
and sexual assaults. Cronbach alpha was then 
used to test for the dataset’s validity, consistency, 
and reliability from the data obtained. All the 
constructs or items had Cronbach’s Alpha above 
the minimum acceptable reliability coefficient 
between 0.5 to 0.9 and exhibited good internal 
consistency. Since all the constructs had 
Cronbach’s Alpha above the minimum proper 
reliability coefficient, it can be considered valid 
and reliable, therefore suitable for usage. 
 
RESULTS AND DISCUSSION 
This section analyses the questionnaire adminis-
tered and retrieved from the respondents, from 
which our recommendation and conclusion are 
drawn. A total of 50 questionnaires were sent out 
to the respondents for data generation, as shown 
in the table below. 
 
Table 1 – Analysis of Questionnaire 
Questionnaires Copies Percentage 
Retrieved & validated 40 80 
Un-retrieved 2 4 
Unvalidated 8 16 
Sent copies 50 100 
From the table above, out of the 50 question-
naires that were sent, 40 of them were retrieved 
and validated. This represented 80% of the total 
questionnaire sent, and this was the number 
used for analysis in the subsequent sections that 
will follow. However, the table also shows that 2 
of the questionnaires could not be retrieved 
while eight copies representing 16% could not be 
validated as some were incomplete. 
 
Table 2 – Gender Distribution of Respondents 
Gender No Percentage 
Males 18 44 
Females 22 56 
Total 40 100 
 
Also, from the retrieved questionnaires and as 
seen from the table above, it is observed that 18 
of the respondents were males, which represent-
ed 44% of the total questionnaire retrieved. Simi-
larly, 22 of them described 56% of the whole 
questionnaire recovered.  
The table 3 shows the respondents’ responses 
related to the research question: what is the role 
of social media in combating sexual assaults? 
 
Table 3 – Responses to Research Question 2 
No Questions Responses Total 
Yes % Undecided % No % Response % 
1 Through social media, I can confidently express my 
opinion on social harassment issues 
37 93 0 0 3 7 40 100 
2 Social media is a veritable tool to draw the attention 
of policy makers on sexual harassment 
36 92 0 0 4 8 40 100 
3 I have participated in various campaigns on social 
media on sexual harassment and assaults 
38 95 0 0 2 5 40 100 
 
From the table, we observed that, on average, 37 
respondents agreed that through social media, 
they could confidently express their opinion on 
social harassment issues. This represented about 
93% of the total respondents. This implies that 
most of the respondents in this study agreed that 
social media could positively influence the fight 
against sexual harassment. Similarly, about 3 of 
the respondents disagreed that they can confi-
dently express their opinion on social harass-
ment issues through social media. This repre-
sented about 7% of the entire respondents. Also, 
from the table, we observed that, on average, 36 
respondents agreed that social media is a verita-
ble tool to draw the attention of policymakers on 
sexual harassment. This represented about 92% 
of the total respondents. This implies that the 
majority of the respondents in this study agreed 
that social media is a veritable tool to draw the 
attention of policymakers on sexual harassment. 
Similarly, we find that about 4 of the respondents 
disagreed that social media is a veritable tool to 
draw the attention of policymakers on sexual 
harassment. This represented about 8% of the 
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entire respondents. We also find that 38 re-
spondents participated in various campaigns on 
social media on sexual harassment and assaults. 
This represented about 95% of the total re-
spondents. This implies that most of the re-
spondents in this study participated in various 
campaigns on social media on sexual harassment 
and assaults. Similarly, we find that about 2 of the 
respondents did not participate in various cam-
paigns on social media on sexual harassment and 
assaults, representing 5% of the respondents. 
Social mobilization aims to raise awareness on a 
particular issue to achieve social 
change/development. Social mobilization can be 
any action taken by groups with the same devel-
opment objective to mobilize society to reach this 
objective. This action could be in the form of sign-
ing a petition, protesting, or creating a social me-
dia campaign. Based on the findings of this study, 
we find that social media is a veritable tool to 
draw the attention of policymakers on sexual 
harassment. Mainly, our results show that major-
ity of the respondents in this study participated 
in various campaigns on social media on sexual 
harassment and assaults. Media advocacy cam-
paigns are designed to address the “power gap” 
rather than the “information gap”. Development 
of communication campaigns that address the 
information gap target individuals by raising 
awareness and providing knowledge about a 
specific behaviour without considering the soci-
opolitical conditions that lead to or encourage 
such behaviour. 
On the other hand, media advocacy campaigns 
consider that negative behaviour is not neces-
sarily a result of lack of knowledge, and therefore 
addresses the power gap by targeting society as a 
whole and focusing on the sociopolitical root 
causes that lead to such behaviour. It aims to 
change the environment that enables such be-
haviour and pressure decision-makers to change 
policies or enforce them. Media advocacy cam-
paigns target external factors that might lead to 
this behaviour, such as “basic housing, employ-




Sexual harassment has several negative physical 
and psychological impacts on women and eco-
nomic effects on the country. It has a significant 
adverse effect on women’s freedom of move-
ment, pursuing education, careers and different 
potential opportunities, women’s health and 
well-being, and interaction and presence in the 
social and public spheres. The data used for this 
study were majorly primary, and these were ob-
tained from the field through a questionnaire. 
The questionnaire used in this study took the 
form of a written list of questions, which were 
constructed and adequately selected to obtain 
information. Cronbach alpha was then used to 
test for the dataset’s validity, consistency, and 
reliability from the data obtained. All the con-
structs or items had Cronbach’s Alpha above the 
minimum acceptable reliability coefficient be-
tween 0.5 to 0.9 and exhibited good internal con-
sistency. We conclude that social media is a veri-
table tool to draw the attention of policymakers 
on sexual harassment. Mainly, our results show 
that majority of the respondents in this study 
participated in various campaigns on social me-
dia on sexual harassment and assaults. Further-
more, there is evidence that social media content 
plays a vital role in combating sexual harassment 
through social media by stirring discussions and 
mobilizing the community to further advocate 
against sexual harassment through hashtags. As 
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